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摘  要 
I 
 
摘  要 
本文以 ProQuest 检索平台所有子数据库中收录的有关植入式广告的全文学
术论文和学位论文为研究素材，采用内容分析法进行研究。对 1994 年至 2011 年
3 月，植入式广告研究的基本状况进行梳理和总结。 









































The purpose of this study is to entirely investigate the development and trends of 
international product placement research in almost 17 years’ period, from 1994 to 
March 2011, to provide new guidance for the establishment of product placement 
theory and the current product placement practices, and also to supply a theoretic 
guide for the development and improvement of product placement research in China. 
58 articles on product placement searched from sub databases of ProQuest platform 
were selected as analysis samples. Content analysis was used for literature review. 
Analysis results showed that: ①From 1994 to March 2011, product placement 
research around the world has quantitatively increased decade after decade. The ②
five themes of product placement research were studied to different extents by the 
researchers, including effects of product placement, influencing factors of product 
placement, definition and classification of product placement, practice exploration, 
and characteristics of product placement. ③Quantitative method was the principal 
research method of product placement research, among which survey and experiment 
were the main methods with a summed proportion as 65.6%. ④America was the 
recognized super country of product placement research. 
Further analysis of the main research topics shows: the common point of the 
definition of product placement is using the words like “pay”, “purpose”, ”plan” and 
other words. By integrating scholars’ definition, product placement means integrate 
the representative information such as product itself, name, brand identity, packaging, 
service into the content of movie, TV, and other media through paying. Among five 
emphatically analyzed research themes, classifying product placement by three 
dimensions of visual, auditory, and plot is the general trend. Product placement 
features are summed in four terms of product category, frequency of placement, form 
of placement, and media of placement. Because of different implanted media, product 
placement features may be various. In summary, among low-involved products, 
alcoholic beverages showed in the highest frequency. Among the high-involved 
















is the most usual implanted form. Product placement has impacts in cognition, brand 
attitude, advertising attitude, and purchase intension. Influencing factors of product 
placement are classified in personal factor, product category, brand, advertising design, 
and media category. In the aspect of product placement practice, scholars explore the 
ways witch advertising managers can use to make reasonable product placement 
design by making influencing factors of product placement into consideration. 
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（Newell, Salmon and Chang, 2006）。 
二十世纪 20 年代到早期的二十世纪 30 年代植入式广告不断发展。1931 年，
好莱坞电影《付费的广告》描述了制片人通过植入广告降低电影的制作费用，这
部电影给广告植入在公众心中造成了负面影响（Brett, 1995）。植入式广告的潜力
被真正发觉是因为 1934 年的一部美国电影 《一夜风流》，男主角盖博（Clark 
Gable）在镜头前脱掉一件衬衫。电影上映后，该衬衫的销量在全国范围内上涨
数倍。美国广告公司注意到这个新型的营销现象，将其称作植入式广告（Galician 
and Bourdeau, 2004）。 
植入式广告经过二战时期的一段沉寂之后，在二十世纪 60 年代和 70 年代复
苏。在二十世纪 60 年代晚期，电影中需要使用真实的道具摆设，越来越多的产
品被植入到了电影中（Weisberg, 1985）。二十世纪 70 年代，电影制作费用不断
上涨，电影制作人开始把植入式广告看作是制作费用的来源之一（Galician and 
Bourdeau, 2004）。二十世纪 70 年代晚期，植入式广告变得组织有序
（Balasubramanian, 1994；Brett, 1995；Segrave, 2004）。二十世纪 80 年代中期，
开始出现代理机构专门处理电影制作人与植入品牌所属公司之间的沟通
（McKechnie and Zhou, 2003）。 
二十世纪 80 年代到 90 年代，植入广告更多出现在实际运用中，形成了相关
产业（Galician, 2004；Karrh, McKee and Pardun, 2003）。1982年糖果制造商Hershey 





















脑游戏、博客、直播节目等（Elliott, 2005；Matthews, 2005）。 
到 1998 年，美国已经有 1000 个品牌运用植入广告，包括百事可乐等大品牌
（Marshall and Ayers, 1998; Vranica, 2004）。到 2005 年，植入式广告在美国 75%
的网络节目的主要时段出现（Consoli, 2004）。PQ Media（2005）的研究称美国
植入式广告业务在 1974 年的价值为 1740 万美元，而在 2004 年，已经增长为 34. 











and Chartier, 2000；Friedman, 2003；Gupta and Gould, 2007；Karrh, McKee and 
Pardun, 2003；Russell, 2002；Russell and Stern, 2006；Yang, 2007 等）。还有的学
者关注消费者对植入式广告的态度（ Delorme and Reid, 1999 ； Gupta, 
Balasubramanian and Klassen, 2000；Gupta and Gould, 1997；Karrh, Frith and 




































草的使用情况的比较研究。Sapolsky 和 Kinney（1994）对 1991 年到 1998 年票房
最高的 25 部电影中植入品牌和频率的研究。 
Kureshi 和 Sood（2010）的综述采用了内容分析的方法，以“product 
placement”，“brand placement”，“in-game advertising”，“advergames”为关键词，
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